













    There are several specific attributes in service products which are different from goods products. These
specific attributes necessitate marketing tools focusing service products. In forming new service marketing
mix, three new elements should be added to the traditional marketing mix. These are people, physical
evidence and process. On the basis of new service marketing mix, the service marketing triangle which
shows each targets and relationships between service marketing tools is presented.
サービス・マーケティング・ミックス、顧客価値、サービス価値、外部マーケティング、内部マーケ
ティング、インタラクティブ・マーケティング































































































































































































































































































術的な品質（technical quality ) 」とし、サービス・
デリバリー過程についての品質を「機能的な品
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